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The modern consumer
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DISCOUNT

LUXURY

11



09/10/2018

FAST

VaS.
SLOW

12



09/10/2018
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65 PERCENT THINK THAT
MOBILE TECHNOLOGY

MAKES THEIR LIFE EASIER
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ESSENCE

69 PERCENT OFTEN FEEL THAT
THERE IS NOT ENOUGH TIME

T0 GET THINGS DONE
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som ikke har tid til & lese beker. Merk at filosofi og
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52 PERCENT FEEL THAT TIME IS
MORE IMPORTANT THAN MONEY

New business model

STANDING IN LINE
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Daily decisions

2000+




Exercise or sleep in? Eat breakfast at home or buy it on the way to the office? Meet
friends for drinks or head home after work? We make thousands of choices every
day—in fact, more than 200 are devoted to food alone. And according to a growing
body of research, each one, no matter how weighty or frivolous, affects our ability to

make sound judgments.

It's called decision fatigue, and comes from the theory that willpower is a limited
resource that weakens each time we use it. “Decisions deplete our self-control, so the
more decisions we make in a given period, the less energy we have to think clearly
and rationally about the next decisions,” says behavioral economist Zoe Chance,
assistant professor at Yale School of Management.

Now, a new study reveals how this phenomenon can affect our financial lives. In it,
the authors discovered that participants who engaged in challenging cognitive tasks
experienced mental fatigue that “enhanced the propensity to make impulsive

[economic] choices [and] favor immediate rewards.”

Film

T00 MANY CHOICGES
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NESCAFE POP UP

s fun at

a pop-up cafe in Toronto that pokes
led namss on coffee cups and

has launched

sefully mis
the Taproom pop-up is to promote

fering

Starbucks. With purp
self-serve hot-water stations
et & Creamy instant coffee sachets
you don't (expensive drinks, long

Nescafé

ou love - and nothing

everything
lines, complicated menus, baristas)’

runs the tagline.

Kilde: WGSN

42 PERCENT OFTEN FEEL

A'NEED TO SLOW DOWN
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CONCEPTS

NOPE,

NO WIFI. -

This is a place for talking, reading,
and drinking coffee, Please leave
your laptops in your bag and take

a break. Say hi to your neighbor,
Emails can wait,

FILTER
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FRI PARKERING
TIL DIN MOBIL,
MENS DU HOLDER
MODE

silence

Bringing peace, tranquility and silence
fo London’s busy streefs
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FOOD IS MAGIC
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Retail is

LIVE

*L LviNG

*I IMMERSIVE
*V VIBRANT

*E ENTERTAINING
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\\1[11 a swanky cily-club serving up upscale lakes on American

BRALPH LAUREN IS classics in Chicag ac wood-paneled lounge where the elite

ST : [lock for mouthwalcring burgers and marlinis in New York and a
OPENINGTHE glamorous courtyard eatery with a delectable steak in Paris,
WORLD'S MOST Ralph Laurcn has quile Lthe array ol fashionable restaurants. The
N ML OO designer is now headed to London where he is set to open
FASHIONABLE COFFEL- Ralph's Col ar in Mayfair. Ralph's will scrve a scleclion of

SHOP-MEETS- coffee and espresso drinks sic cocktails and light fare that
COCKTAIL-BAR evokes Lhe bran snalurc cleganl, Amc 1 slyle, combined

The designer is adding coffee, cocktails, and light

bites in London to his cvolving empire.

This new holspol is adjacenl Lo Ralph
Lauren's new European flagship store
on Regenl Slreel-just in case Llhe
fashionable foodie wants a caffeine

st belore a big day of shopping, or
wants to unwind after time-spent
browsing the racks.
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™ It will sell Arket’s own products alongside a selection of products from non-H&M
brands. Arket product will be priced slightly higher than that of the group’s core
u s
H&M brand, with men'’s shirts, for example, starting at €39 (about $42) and

stretching up to €115.

"We really believe it’s relevant to a modern customer to bring different brands
| together — under one roof, under one channel — and to make that choice for them
and also make it more convenient,” Ulrika Bernhardtz, Arket’s creative

director, told BoF.

\

CASE: IKEA

IKEA conlinuc Lo demonstrale Lheir commilmenl
to innovative thinking with a truly multichannel
approach: Lastycar Lhey launched a new Click &
Collect city concept, alongside our very favourite
pop up - The Dining Club.

A two week pop up in London’s Shoreditch, TKEA
inhabiled an old office building, inslalling a Calc
(serving meatballs!), a Virtual Kitchen, Demo
Kilchen and cvenl thealre.
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Pleasure is yours
for the making
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FOOD TRENDS
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GIGA TRENDS

2.
WORLD
COOKING

THE o
FOOD TREND DOCTOR |
MAP

4.
MODERN
TRADITIONS
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THE FOOD TREND MAP

PERFORMANCE FOOD
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THE FOOD TREND MAP

WORLD COOKING
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THE FOOD TREND MAP
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MODERN TRADITIONS
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THE FOOD TREND MAP

ESSENTIAL COOKING
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LOCAL KITCHEN

¥ det lokal
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THE FOOD TREND MAP 5

FOOD FIX
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THE FOOD TREND MAP

GOURMET EXPRESS

43



09/10/2018

The 4

MEGA TRENDS
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MEGATREND: HEALTHY
MICROTRENDS: FEEL GOOD, FIX ME AND FLEXITARIANISM
COUNTER TREND: INDULGENCE

The health trend is a megatrend that has been with us for some years - and it's not
going away any time soon. However, there will be an increased focus on living a
balanced life rather than a hard, fanatic food-as-nutrition or workout-fixated life.

The ‘Feel Good" microtrend will form a counterweight to a hard, workout-focused life. We will speak out openly
about fitness and healthy food addicts and demand a lifestyle that is more balances, rounded, and healthy.
Our training habits and extreme focus on health will be accompanied by a focus on happiness and the good
life. We find that it can also be healthy to go out for an evening and or to drink a glass of red wine with good
friends. Therefore, the good life seriously comes into play. There has to be a balance so that mental health is
also a part of the equation.

We have the ideal that ‘perfect’ people exercise and eat healthy, but with regard to the time needed for the
perfect life we're under serious pressure. Our everyday lives aren't designed so that we're able to look after
ourselves the way we'd like to. As a consequence, we seek simple solutions that can give us the right feel-good
sensation in body and mind. There may be different types of ‘Fix me’ solutions, such as the protein bar, a vita-
min or vegetable shot, or a 30-day mini-course where we focus on a single area in which we want to get better.

Our pursuit of the ideal diet also allows us to test many different food combinations and diets, such as paleo
food, the 5:2 diet and the LCHF diet. However, ‘Flexitarianism’ reflects that we're not so devoted to certain
lifestyles but find it natural to zap from one solution to the other for a limited time until a new diet or lifestyle
captures our interest.

As a reaction to the sometimes almost fanatical focus on healthy food, we'll see a lot of people throwing them-
selves into a plethora of indulgence-based experiences in these breaks from various diets. The microtrend
‘Indulgence’ makes us want to gorge on the biggest burger we can find once in a while or the most exces-
sive chocolate bomb of a cake. In spite of the health megatrend, various blogs are overflowing with delicious
recipes on cakes and desserts. We want to indulge ourselves with extreme fat and sugary or exclusive food.
When the ideal is that we have to be healthy and balanced most of the time, we also believe we deserve to go
to the other extreme once in a while and go wild.

MEGATREND: LOCAL
MIKROTRENDS: MADE BY, SUSTAINABLE, ARTISAN
COUNTER TREND: GLOBAL

s18gis
e | 2 s
Increasing globalisation and insecurity in the world have made us to go back to % el
our roots. We have an increased focus on what's local and the local area in our food

choices.

The products must be produced close to where we live, and we also want to see ‘Made by’ on ,5".’5::‘}\'!‘::’5“?‘! Lo J}"@
our food. It's no longer enough just knowing that you're buying a Danish tomato. We want to

know which farm the tomato came from, and here ‘Alfred & Stine' is a good example. It will also
be reflected in the restaurant menus, where an asparagus is presented as being from Seren
Viuff - and is not just any random asparagus. Therefore, this trend shines through the entire
value chain, from production to restaurant.

At the same time, it's based on a desire to be a part of influencing the state of the planet in a
positive way. The microtrend ‘Sustainable’ has seriously made its entrance, and we perceive
organics, sustainability and a focus on CO2 emissions as important parameters, and this applies
in terms of production, transportation, processing, and packaging, as well as the impact we have
on the environment.

A third microtrend is about focusing on small businesses and the people who really knows
their products, processes and people, i.e., the food geeks. As an example of how the ‘Artisan’
microtrend is practiced, you can have a quick look at Oliver Oxfeldt, who set out to be the best
in the country at making freshly baked croissants. He previously worked with marketing for the
computer game Hitman but quit his job and started learning the art of baking croissants by
watching YouTube videos and has spent three years refining his technique in the coffee shop
Democratic Coffee in Copenhagen.

We will still see a big interest in ethnic trends that will affect our eating habits. It has even
become acceptable to mix New Nordic with global flavours, techniques and ingredients.
The micro and counter trend ‘Global’ continues to gain momentum, and we want to
see more international food types making inroads into the average home. For example,
South American tacos and fresh Vietnamese spring rolls that meet our need for quick,
convenient food.
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MEGATREND: CLEAN

MIKROTRENDS: NATURAL, FREE FROM, (NEW) TRADITIONAL

COUNTER TREND: TECHNOLOGY

One of the most recent and currently growing at rapid speed is about us wanting to know what's
in our food. There’s an increasing awareness that our food puts a strain on the environment and
our bodies.

We want honest food. Food that's clean and transparent. We want to know what the products contain - it has
to be ‘Natural’, naturally. This doesn't necessarily mean that we read the list of contents and find out about
everything the product contains, but we're attracted to products that we feel we can understand.

A successful example is Innocent smoothies in small bottles, who write that their products contain banana,
kiwi and strawberries - nothing else. That honesty appeals to a lot of consumers. It's basically a question of
communication, where it's about telling how clean one’s product is so that it's as clear to the consumer as
possible. This will result in more products with the text ‘Free from’ on the packaging. For example, ‘Does
not contain gluten', ‘No artificial sweeteners’ or ‘No additives’. However, it requires that you have an eye for
which phrases the consumers react most strongly to and that food trends are followed closely.

At the same time, we're attracted to the classic virtues. We feel that we can better trust the things from the
past, before everything became so industrial and machine produced. The ‘New Traditional’ microtrend
shows our focus on the craftsmanlike traditions and stories about the food's historical background. Here, we

also find the rediscovering of old dishes such as the roast pork sandwich and the modern hot dog.

As a counter trend to all the clean, simple food that's in high demand, there will
also be a movement that allows ‘Technology’ to help us along the way. It could,
for example, be the traditional technology of fermentation, where the product is
processed in a natural way, which more consumers are taking to heart, or sous
vide, which is doing incredibly well.

MEGATREND: EASY

MIKROTRENDS: ON THE GO, HELP AT HOME, FAST CASUAL

COUNTER TREND: SLOWFOOD

As a result of our busy everyday lives, where work, leisure and family life
all have to come together, there’ll be greater tolerance and acceptance
of easy meal solutions - but of a high quality.

There won't be any frowning at women who choose to buy washed and diced
salad from the supermarket or men who serve an oven-ready, seasoned root
vegetable mix to guests. Things have to be fast and easy. This can seem strange
when we're also dreaming about a life where we have time for intimacy, are in
balance with ourselves and basically lack time to make food from scratch. But it
reflects a realism amongst the Danes. We've realised that some corners need to
be cut and we accept help from the industry and food suppliers - as long as we
get a feeling of living in a good life.

At the same time, we're no longer embarrassed about eating fast food in public.
We eat ‘On the go’, when we're on our way to the office, sitting on the train or
going out to meet friends. This microtrend will grow a lot in the coming years.
It has become legitimate for us to buy food on the way to somewhere or eat a
snack at a coffee shop. For food suppliers who want to be part of this and to meet
consumers wherever they are, it will be worthwhile making an effort to conquer
the consumers’ breakfast, lunch on the go - or the snack in the afternoon.

We'll see that all forms of meal solutions that can minimise the time we need for
planning, shopping, or spending time in the kitchen will become more popu-
lar. The microtrend ‘Help at home’ is gaining ground, and we look forward to
finished salads, meal boxes, prepared foods as well as home deliveries of bread,
fish and vegetables. Any type of help is more than welcome as we rarely want to
spend more than 20-25 minutes preparing dinner.

Itll be popular to take the whole family out to eat on a weekday - and we'll see
an influx of customers for those restaurants and smaller eateries who have
understood to grab hold of the ‘Fast casual’ trend and to offer us a cheap,
healthy and nutritious meal. We'd like to be able to have quality time with our
children and partner with a good conscience - at the same time as having a
sensible meal. A good example of a fast casual eatery is Madglad Cafeteriet in
Copenhagen, where ordinary people meet over dinner. We'll see more of these
kinds of food bodega’ and soup kitchens. And more expensive restaurants will
be successful with cheaper versions, such as Lillebror, Baest and Uformel, who
can be viewed as frontrunners.

As a counter trend, we'll see a movement of *Slowfood" enthusiasts, who want to
make the food from scratch. Theyd like to grow their own vegetables and prefe-
rably also know what the animal is called. It's a young generation who's driving
this trend, and we want to see more young people who know how to make a
mayonnaise from scratch and know how it should taste.

09/10/2018
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Top 20 Online Home Delivery
o Of The Best Subscriptions
Subscription Boxes

EROM COFFEE T0 GONDONS.
NOW THERE'S A SUBSCRIPTION
oo [ERVIGE FOR EVERYONE

7 Strange Yet Innovative Online
Subscription Services

11 subscription services for the modern gentleman

14 Product Subscription Services to Simplify Your Life
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